
THE RETAILER’S GUIDE TO 
CUSTOMER NURTURE EMAILS

7 Shopper Segmentation & Campaign Strategies for Profitable Email Marketing
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Introduction
The most successful retailers know that email is  
far from dead.

They know it’s more important than ever to have a 
strategy to captivate and convert customers from 
 inbox to cart.

The thing is, customers need more than just  
compelling subject lines to make a final purchase 
decision. They need campaigns tailored just for 
them that will push them along on the buyer’s 
journey. But how do you accomplish that at scale?

Enter lead nurturing emails—an asset every  
retailer should have in their email arsenal.

We collaborated with experts at lifecycle email  
marketing software company Rejoiner to put  
together this guide so you can target your emails 
 to surprise, delight, and convert your subscribers.

http://rejoiner.com/


What is Email List Segmentation?
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What is Email List 
Segmentation?
In email marketing, relevance is achieved by segmenting your 
subscribers and customers to deliver email content that creates 
context—or is relevant to a specific stage in the customer 
lifecycle—for recipients.

Contextual experiences increase engagement, conversion and the 
profitability of your email campaigns.

Blasting your opt-in list with promotions that aren’t relevant to 
them is the opposite of this philosophy. We’ve all received those 
retail email newsletters with offers for products we have no 
interest in buying. 

Depending on the vertical industry that you do business in,  
your segmentation parameters will break down into some 
combination of the following four categories:

Relevance            Context                  Action                Retention

DEMOGRAPHIC

The Ecommerce Email Segmentation Matrix

Age, Gender, Geography, Date of Birth

Item Names, SKUs, Item Category, Price, Order 
Size, Item Quantity, Subscription vs. One-time, First 
Purchase Date, Last Purchase Date, Total Spend, AOV

Device, Browser Preference, Email Client

Page views, Add-to-cart, Add-to-wishlist, Refer a 
friend, Purchase Frequency, Purchase Latency,Opens, 
Clicks,Forwards, RFM, Score, Suppression

BEHAVIORAL

PURCHASE DATA

TECHNOLOGY
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By combining these segmentation parameters, you can build a complete 
picture of a customer’s relationship with your business, what stage of the 
customer lifecycle they’re in, and deliver email communications when 
customers are most likely to be receptive to your message.

http://rejoiner.com/lifecycle-email-guide


What Are Triggered Emails?
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What Are Triggered Emails?
Triggered emails are email marketing campaigns (welcome messages, 
thank you, VIP campaigns, abandoned cart emails) that are 
automatically triggered to send as a result of a specific event, such as 
an action that was taken (or not taken) by a website visitor or due to a 
change in a customer’s behavior or profile.

Epsilon’s Q1 2016 study on email trends showed that triggered emails are 
67.9% more likely to be opened than “business as usual” (BAU) emails. 

Additionally, triggered emails have a higher click rate, performing 
241.3% higher than BAU. (In 2013 it was only 152.3% higher).

With that said, here are the foundational eCommerce segments 
that power the highest performing email campaigns for over 300 
of our clients.

Create these 7 segments and send them targeted campaigns and watch 
your email ROI soar this year.

http://rejoiner.com/resources/email-gallery/
http://engage.epsilon.com/Q1-2016-email-trends-benchmarks
https://www.epsilon.com/a-brand-new-view/region/global/triggered-messages-perform-better/


7 Key Email Segments  
& Campaigns 
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7 Key Email Segments  
& Campaigns

Segment #1: Pre-Purchase

Only a small percentage (1-3%) of people will make a purchase 
the very first time they visit your site. 

That’s why capturing an email address and sending a pre-
purchase welcome series is a great way to target the 97% to 
99% that don’t buy on that first visit.

A pre-purchase welcome series continues the conversation 
with a prospect that may be thinking about buying from you, 
letting her know you appreciate her interest and telling her 
what to expect next.

This welcome email from Kate Spade is a great example of eye 
catching design and a clear call to action:

http://www.smartinsights.com/ecommerce/ecommerce-analytics/ecommerce-conversion-rates/
https://www.katespade.com/
https://www.smashingmagazine.com/2009/10/call-to-action-buttons-examples-and-best-practices/
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The Campaign: New Subscriber Welcome Series

The recipient is rewarded with a “treat” of 15% off and free ground 
shipping. There is also urgency, as the offer expires in two weeks. 

This email makes the subscriber feel welcomed, special, and 
incentivized to make that all-important first purchase.

The beginning of your email relationship with a possible customer 
is crucial in solidifying your reputation and setting the stage for a 
purchase, which you can help encourage with a great offer.

These [welcome] emails also have a 42% higher read rate than other 
types of emails, due to the visitor being required to hand over their 
email address in exchange for the coupon or lead magnet on offer.

With this type of visibility, you are in the perfect position to introduce 
your brand, and make a relevant offer to a potential customer. 

This is your big moment to create that first purchase and forge a 
meaningful connection with a new prospect, so make it count.

http://rejoiner.com/resources/4-proven-urgency-techniques-to-increase-conversion-rates/
http://marketingland.com/welcome-emails-help-predict-future-subscriber-engagement-value-120127


12The Retailer’s Guide to Customer Nurture Emails

Segment #2: Low Value Customers

For this segment, define what “low value” means for your business 
—for instance, customers who make purchases under $20.

This segment doesn’t necessarily make you money, but it does 
stop you from losing it. 

Why?

When you suppress offers and coupon codes for campaigns that 
don’t meet specific value thresholds, you avoid losing margin on a 
small order where the customer uses a big discount.

Let’s say you spent $3 to produce a t-shirt and shipping costs $7. If a 
customer orders a shirt for $10 and uses a free shipping code, your 
profit margin on that shirt is $0. Not great.

Carefully segment out low value customers when you’re running 
incentive email campaigns (e.g., % and $ off / free shipping).
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Segment #3: First-Time Customers

The factor that makes this segment most valuable isn’t just that they made their 
first purchase—it’s their purchase recency.

In fact, the most likely group of customers to make a second purchase are 
the ones that just made their first. But how can you keep track of where your 
customers are in the purchase lifecycle? We’re glad you asked.

Proceed to checkout (1 item)

Cart
1

http://rejoiner.com/resources/how-to-guarantee-a-second-sale-from-a-first-time-ecommerce-customer/
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Recency & Frequency Scoring

To understand where customers are in the purchase lifecycle, you 
can score your customers using a technique known as recency and 
frequency scoring (RFM). 

Here’s how RFM breaks down: 

Recency: How recently a customer has ordered from you

Frequency: How many times that customer has ordered from you

Monetary value: The total number of dollars the customer has 
spent on your products

RFM was originally developed 30 years ago by the cataloging industry 
to ensure mailings reached customers who were most likely to make 
a purchase.

That’s why marketing to the ‘first time customer’ segment as soon as 
they’ve made their first purchase is critical, and it’s the reason why 
this campaign can be a great revenue generator for your store.



15The Retailer’s Guide to Customer Nurture Emails

The Campaign: First Purchase 
Welcome Series

Moving a customer from the status of a one-
time buyer to two-time buyer is a huge hurdle.  
 
Start by triggering a welcome series for your 
first time customers that reinforces their initial 
purchase decision, then add in three emails 
that move them down the purchase funnel.

Here’s how Mossy Oaks structures their first 
purchase welcome series.

Email 1

This should be a personalized welcome with a 
strong brand statement, explaining the story 
and history behind your company to establish 
credibility and trust. Link to your social media 
profiles on Twitter, Youtube, Instagram 
and Facebook to carry engagement over to 
other channels and let customers in on your 
company story. This will help foster a feeling of 
community and creates unity with other like-
minded shoppers. 

Email 1

http://www.mossyoak.com/
https://conversionxl.com/cialdini-unity/
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Email 2

This is your chance to gather feedback. Make 
sure the customer has received their product 
and encourage them to submit a review online. 
Your goal is to help customers engage with 
your website, and in the process, learn more 
about you and the products you provide.

Email 3

Now that you’ve started to build a relationship, 
offer the customer a discount to encourage 
the second purchase and move them up the 
customer lifecycle “curve”. 10% off or free 
shipping for orders over a specific value are 
often irresistible to customers who have 
already made one purchase they’re happy with.

Email 2 Email 3
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Segment #4: VIP’s

Have you heard of the Pareto principle before (aka the 80/20 rule)? 
It states: 80% of the effects come from 20% of the causes.

A general rule of thumb in business is that 80% of your profits 
are generated by 20% of your customers. 

In B2C eCommerce, that ratio can be even more dramatic for 
some companies. On top of that, the 80/20 is fractal, meaning:

20% of 20% of customers = 4% of customers

Will deliver 80% of the total 80% = 64% of profits

In summary: 4% of customers will yield 64% of total profits.

So your job as an eCommerce email marketer is to find who is in 
that 4%—aka your VIP segment—and market to them accordingly, 
encouraging them to buy more and grow your business.

 4% 64%80%

20%

https://en.wikipedia.org/wiki/Pareto_principle
http://www.huffingtonpost.com/richard-koch/can-fractal-8020-tap-insa_b_7016478.html
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How do you define this segment?

You need to think about the characteristics of what makes a VIP for 
your company. Is a VIP based on a customer’s:

Total number of purchases?

Total spend?

Average order value?

Frequency of purchases?

Define those business rules first, then set up a VIP segment that is 
designed to thank your best customers for their business and give 
them special treatment—not just discounts. Here’s what we mean.

The Campaign: VIP Email Campaign

VIP’s are already loyal customers. Discounts can help encourage 
more purchases, but this group of customers don’t necessarily need 
(or want) more discount offers.
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They want to feel special. 

VIP campaigns should target your best customers 
and make them feel appreciated.

The VIP email below is from the head of Men’s 
Design at J.Crew, telling a story about a new product, 
where it came from, and it gives the VIP a chance to 
buy it before anyone else (and before it sells out).

There’s no discount and no free shipping offer.  
Just exclusivity.

This is the kind of email that can get you a 201% 
increase in conversions.

Here are a few ideas for VIP campaigns you could run:

Invitations to new product launches

Invitations to the company headquarters

Invitations to private parties

Exclusive products only available to VIP’s

Scarcity and exclusivity help to create wonderful 
offers and make VIP’s feel special and connected  
to your brand. And that just makes them want  
to buy more.

https://www.jcrew.com/
http://www.marketingexperiments.com/blog/general/exclusivity-stand-out-from-the-competition.html
http://www.marketingexperiments.com/blog/general/exclusivity-stand-out-from-the-competition.html
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Segment #5: Replenishable Customers

Replenishable products are those that have an average useful life or are 
consumed over a period of time by your customers. 
This includes products such as:

Vitamins

Supplements

Cleaning products

Makeup

Coffee

etc.

Segmenting these customers creates an opportunity for time-induced 
reorder campaigns (like this one from 1-800 CONTACTS). 

If you sell consumable products, try segmenting customers based on what 
you believe is the typical consumption period for a given product, then 
trigger a campaign at the end of that consumption cycle. 

You may find that customers just need a gentle push to drive that reorder, 
which means more automated revenue generation for your company.

http://rejoiner.com/resources/a-perfectly-executed-reorder-email-from-1-800-contacts/
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The Campaign: Replenishment 
Email Campaign

This campaign works best with products that 
have very predictable usage patterns. Identify 
the consumable used and build campaigns 
that target the exact moment the product is 
scheduled to run out.

Here’s an example from Rockin’ Wellness:

Rockin’ Wellness uses 30 & 60 day replenishments.

If the product is meant to last 30 days, a 
replenishment email is sent out 20 days 
post-purchase.

If it’s a 60 day supply, an email is sent out 
on day 50.

This campaign (above) triggers two emails at 20 
and 25 days post-purchase that encourage the 
customer to stock up before they run out.

Replenishment email campaigns provide a great 
source of recurring revenue if triggered at the 
right moment. 

Email 1 Email 2

https://rockinwellness.com/
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Segment #6: Abandoned Cart

Abandoned cart emails are your chance to continue 
the conversation with an extremely important group of 
customers: those that demonstrated the highest amount 
of possible purchase intent but still didn’t buy. 

Your job is to provide amazing customer service, and find 
out why they left.

For targeting purposes, segmentation enables you to 
identify your most valuable customers. For example, you 
may want to develop a special campaign for:

Particularly high value orders (cart value > $500)

A customer shopping a high margin SKU

Customers in a specific country

The only way to accomplish this is with a flexible 
segmentation engine that can segment your customer data 
using demographic, transactional, and behavioral filters.

IMPORTANT TIPS FOR SUCCESS: Make sure that 
you’re not sending emails too early in the process, 
or you risk turning off a potential return buyer. If 
you’re not sure how long your products last for your 
customers, survey them to find out.

http://rejoiner.com/abandoned-cart-email-guide
http://rejoiner.com/abandoned-cart-email-guide#chapter5
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The Campaign: Abandoned 
Cart Email Campaign

Here’s an example of an abandoned cart campaign  
for Kate Spade:

You may not know the reason why your customer 
abandoned their cartbut you can at least make  
sure they didn’t just get distracted and forget to  
finish their purchase.

Here’s how to set up your abandoned cart  
email campaign.

Design & code responsive email templates 
so that they render well on mobile devices. 
This is likely where customers will consume 
them. In addition, include your toll free number 
prominently within the email and make it 
clickable so customers can easily reach out.

Regenerate cart sessions across devices 
so customers have a seamless shopping 
experience from device to device.

1

2

http://rejoiner.com/resources/session-regeneration-the-one-feature-ecommerce-companies-overlook-and-how-we-lifted-conversions-from-email-by-33/
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Send a customer service email within 30 minutes 
of a cart being abandoned. You can trigger this 
campaign in real time based on the customer’s last 
action on your website. Your email should be written 
in a helpful customer service tone, and should include 
questions like “Was there a problem?” or “How can 
we help?” for the best chance of a response. To make 
customers feel more comfortable about providing you 
this feedback, send from a real person’s name and 
include a photograph of a real person in the footer of 
the email.

Send a second and third email to customers  
who haven’t purchased. Include a better offer  
and make it clear that there is a deadline for when  
the offer expires

Increase deliverability with SPF & DKM authentication.

Set up frequency capping to prevent customers from 
consistently abandoning on purpose to get a discount.

4

5

6

3

http://docs.rejoiner.com/article/92-how-can-i-prevent-customers-from-abandoning-on-purpose-just-to-get-a-discount
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Segment #7: Defecting Customers

Next to cart abandoners, “defecting customers” are the most 
valuable segment to pay attention to. 

Defecting customers have purchased from you in the past, but 
haven’t been back to your site in an abnormally long period of 
time to complete another purchase. 

Of course, in order to know what is abnormal, you also must know 
what is normal. You can measure that with something called 

“purchase latency”. 

Latency is defined as the time between two events, and purchase 
latency is simply the time between purchases. The sum of latency 
periods between purchases is combined to represent your 
customer lifecycle. Here’s how it looks:

We use latency to determine the optimal time to deliver a win 
back email campaign.

http://rejoiner.com/resources/win-back-email-campaigns/
http://rejoiner.com/resources/win-back-email-campaigns/
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The Campaign: Win Back Email Campaign

A “win back” email campaign’s goal is to re-engage a customer 
who is exhibiting signs of defection. 

These customers aren’t buying for a reason—perhaps they had a 
bad customer service experience or they’ve fallen in love with one 
of your competitors. Check out the latency chart on the right: 

Notice that in the early part of the customer lifecycle, 
engagement with the company is accelerating as the time 
between each purchase decreases.

At this point, customers who are heavily engaged with your 
brand and want more. 

Then, you’ll notice engagement starts to decrease and the 
latency between purchase events starts to increase. We’ve all 
been here as consumers—we start off heavily engaged with a 
brand and then lose interest over time.

The important part of this analysis is being able to determine 
when that deceleration starts to occur. 

In the example above, deceleration starts after a customer has 
made their fourth purchase.
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This is perfect moment to create a segment around this group  
of people and trigger a campaign as customers are signaling signs  
of defection.

For this example, we could create the following segment: 

Customer has made 4 purchases AND 

Customer has not purchased in X number of days 

Once we determine the point of deceleration, it’s time to build a win 
back series to engage those customers who are behaving “abnormally”.

This is the rare case where we recommend pulling out all the 
stops with your discounting approach. 

Break out an aggressive offer that customers can’t refuse, but also 
remember to run the promotion using a “holdout” group to verify that 
the promotion is generating profitable lift.

Remember, these are customers who are defecting and it’s our job to 
get these customers back to the site and purchasing again to extend 
their customer lifecycle.

http://rejoiner.com/resources/measure-true-profitability-email-campaigns-using-holdout-tests/


Conclusion 
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Conclusion
Once you implement these lead nurturing segments and 
corresponding trigger emails, you should start to see 
better results from your email marketing efforts.

And remember, no email strategy is one-size-fits-all, so 
make room in your budget and schedule to experiment 
and update your strategy along the way.



What Now?

We Turn Browsers Into Buyers

CPC Strategy’s Retail Search Evaluation is a complimentary
60-minute analysis and assessment of a retailer's existing

Google Shopping campaign architecture, targeting settings,
product feed, product pages, and profitability metrics.

Schedule Your Complimentary
Retail Search Evaluation

SCHEDULE MY EVALUATION

http://www.cpcstrategy.com/retail-search-audit/


ROI CALCULATOR

How Much Revenue Could You Recover With 
An Abandoned Cart Email Campaign?

Try our cart abandonment email ROI calculator to find out.

CALCULATE YOUR ROI

http://rejoiner.com/roi-calculator?utm_campaign=customer-nurture-emails-whitepaper&utm_medium=guide&utm_source=cpc-strategy&utm_content=roi-calc-cta
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